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Towne forms group within NIAA 
to exchange direct mail samples 


® NEW YORK The advantage of di- 
rect mail is that it can break the ice 
and overcome major resistance be- 
fore the salesman calls, John Yeck, 
partner, Yeck & Yeck, told the 
NIAA conference panel on develop- 
ments in direct mail practice 

The average salesman-call costs 
about $9, he added, which makes it 
impossible to cover all potential 
ustomers by a sales force 

W. L. Towne, president of W. L 
Towne Advertising, proposed the 
formation of a small group in NIAA 
to exchange information and sam- 
ples of direct mail pieces on a regu- 
lar basis. Fourteen NIAA members 
volunteered for the group on the 
spot and Mr. Towne said he would 
start work immediately 

Frank Frazier, executive director, 
Direct Mail Advertising Assn., 
stressed the need for more careful 
planning of direct mail. A campaign 
should have a specific objective that 
s to be accomplished; it should be 
budgeted; lists should be carefully 
selected and analyzed; timing should 
be right; and a sample mailing 
should be made before extended 
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